urchase channels have been studied extensively in marketing and interest in retail services has been growing with arguments for a link with benefits (Hu and Li, 2012) . Retail service quality exerts a strong influence on consumer judgments, decision, and behavior (Srivastava and Sharma, 2013; Sultan, Farley, and Lehmann 1990; Walsh et al., 2009 ). In particular, today, with the growth of the retail industry, customers can access diverse retailers to purchase products and thus choose one of the different retailers that provide the same product. As a result, customers' attention has shifted towards how the service provider delivers services to the customer in a retail context and comparing services provided from different retailers, thus requiring the service provider to improve channel practices. Improved retail services, which enhance the customer's favorable perception of the supplier's offering and increase value offered to customers, have become a strong differentiating factor in market competition (Bookbinder and Lynch, 1997) . It is, thus, important to understand customer evaluations of retail services (Bitner, Brown, and Meuter, 2000) and retailers have to offer customers better retail services to achieve improved operational efficiency and satisfaction (Figueiredo, Arkader, Lavalle, and Hijar, 2003) .
Therefore recent studies have concentrated on dimensions and the consequences of retail service quality (e.g. Chao, Fu and Lu, 2007; Khare, 2013; Meng, Summey, Herndon, and Kwong, 2009) . Using these dimensions and consequences, various models have been developed in order to capture retail service satisfaction. The models vary to the extent that they use different (although apparent) dimensions to predict retail service satisfaction dependent on the channel investigated. That is, previous works do not provide any unified conceptual framework to understand and compare retail services. To better understand customers' evaluation of retail, it is thus necessary to know how retail service quality is defined. In addition, the study of antecedents and consequences of retail service quality will give important managerial implications. This is for more explanatory power and a clearer understanding of the linkage of retail service experiences to positive outcomes. Accordingly, the current research aims at developing a retail service quality model which includes antecedents and consequences. In line with these objectives, the current research reviews studies related to retail services and develops hypotheses concerning antecedents and consequences. Then, it presents research design and method and the hypotheses are tested using several statistical techniques. Finally, conclusion and the implications for researchers and practitioners are also considered.
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Literature Review
Retail Services Quality Following several marketing studies (e.g. Das, Kumar, and Ssha, 2010; Jamal and Naser, 2002; Khare, 2013; Levesque and McDougall, 1996; Meng et al., 2009) , first, a variety of dimensions in the literature are summarized, depending on what aspects they are largely concerned with, into overriding dimensions that emerge in nearly all cases, independent of the research setting. Several dimensions are associated with consumers' time and effort costs and closely enough related to be combinable, grounded in the terms, the concepts, or the examples of the dimensions. They are summarized in three dimensions for the current research. The three dimensions are then labeled processing service, transaction service, and access service when considering the terms or the concepts of dimensions grouped in the three. These dimensions offering potential for determining retail service quality are discussed in more detail as follows.
Previous research argues that the aspects related to processing service are important for identifying positive or negative feelings about the purchase (e.g. Ferguson, Paulin, and Bergeron, 2010; Figueiredo, Arkader, Lavalle, and Hijar, 2003) . Moreover, Kuei and Madu (2003) suggest that the firm's order process management is critical to satisfy customer needs and any process management failures can become advantageous to competitors and may result in loss of customer good will. Khare (2013) argues that customers today are highly sensitive to the retailer's processing quality which appears to have a major positive impact on favorable feelings about the retailer. He also suggests that reliability and accuracy of process are relevant for evaluating shopping experience. In the line with this, delivery processing aspects are considered to be critical to the purchase and good delivery quality such as accurate delivery is expected to lead to a positive perception of the retailer (Meng et al., 2009) .
As well, the importance of transaction service to customers can be seen from many retail services and related studies. This implies that transaction service may have a major impact on customers' feeling about the retailer. Transaction service is significant because while interacting people become involved with one another and such activity creates greater interest than just receiving information (Peppers and Rogers, 1997) . Transaction by involved customers can be linked to interest in both the retailer and the purchase which can result in retail service satisfaction (Ferguson, Paulin, and Bergeron, 2010) . According to Patricio, Fisk and Cunha's (2003) research on customer use of various retailers, customers who have used a retailer indicate that perceived individualised attention, mutual knowledge, empathy, and courtesy influence the assessment of the purchase in the retailer.
In addition, prior research suggests that perceived ease of access and attractiveness of shopping place itself are related with positive assessments of the retailer (Parkh, 2006) . The retailers' ability to deliver benefits of access will probably impact positively on retail service satisfaction.
Access of Parasuraman, Zeithaml, and Berry (1985) involves approachability and ease of contact, and ambience and layout of Khare (2013) refer to the service availability and quality of service facilities. Tangible of Jamal and Naser (2002) uses examples of tangibles which present the buildings and the physical layout of shopping environment. They all describe aspects which reduce the amount of time and effort for access and relate to use of the retailer. Accordingly, a broader concept can be suggested to encompass all the aspects: access service.
Above all aspects suggested in the literature are concerned with how well the retailer deals with customer orders and transactions for ordering goods or services and refer to shopping environments. Retailers who are effective with regard to retail service experiences convey a more favourable perception of the retailer's offering to the customer and lead to customers' retail service satisfaction. Accordingly, on the basis of the preceding literature, three dimensions -processing service, transaction service, and access service -are proposed to conceptualize retail service quality for the current research.
Retail Service Quality Antecedents
We propose antecedents of the retail service quality dimensions at the customer level and firm level -shopping enjoyment and service recovery management. These antecedents are expected to explain differences in customers' perceptions of retail service quality.
Shopping enjoyment refers to a customer's enjoyable experience and positive affect toward shopping and therefore they perceive lower time and effort costs than the customers who view shopping as unpleasant (Arnold and Reynolds, 2003; Jones, Reynolds and Arnold, 2006) . Customers who consider shopping as a fun, pleasurable activity enjoy spending time in the shopping environment. Aagja, Mammen and Saraswat (2011) suggest that customers who perceive time and browsing benefits of shopping lead to a more positive perception of retail services. Prior research relating to retail suggests that perceived attractiveness of shopping place is associated with feelings of joy and positive evaluations of the retailer (Lohse, 1993; Seiders, Berry, and Gresham, 2000; Seiders, Voss, and Godfrey, 2007) . Shopping enjoyment is an affective state which is concerned with positive emotions toward the overall purchase experiences and therefore, we expect shopping enjoyment to be positively related to each of the three retail service quality dimensions.
H1: Shopping enjoyment is positively related to a) processing service, b) transaction service, and c) access service.
Service recovery management plays an important role in determining whether or not the customer is satisfied with his or her retail service experience. Successful complaint management is likely to lead to positive evaluations of the retailer and an increase in satisfaction (Hsin-Hui, Yi-Shun, and Li-Kuan, 2011; Levesque and McDougall, 1996; Nyer, 2000) and thus repurchasing likelihood (Fornell and Wernerfelt, 1987; Vaerenbergh, Vermeir, and Lariviere, 2013) since it gives complaining customers the opportunity to let loose their anger and to redress failed shopping experiences. Noticeably, in an attempt to measure customer responses to service failure and post-recovery satisfaction, Goodwin and Ross (1992) , in an experiment, manipulate levels of complaint outcome, apology and voice regarding service in dentistry, airlines, auto repairs and restaurants. Analyses of the results show that outcome effects are significant in most of services while apology and voice seem to have greater effect on channel experience perceptions when outcomes are favorable. Therefore, service recovery management is a possible antecedent which can have an influence on retail service quality and contributes to a retail service quality model which is developed in the current research.
H2: Service recovery management is positively related to a) processing service, b) transaction service, and c) access service.
Retail Service Quality Consequences
A link between retail service quality and satisfaction has been suggested by the literature (e.g. Das and Ssha, 2010; Emerson and Grimm, 1996; Mentzer, Gomes, and Krapfel, 1989; Parkh, 2006) . Dresner and Xu (1995) investigate the effects of retail service variables on satisfaction for the airline industry focusing on service response logistics. They analytically examine data from the publication on thirteen major U.S. airlines about customer service, complaint, revenue and cost. Results suggest that satisfaction is affected by customers' perceptions of service dimensions which are related to a specific activity or interaction with the firm or employee by demonstrating the effect of increasing service levels on the level of satisfaction. This is consistent with Figueiredo, Arkader, Lavalle, and Hijar's (2003) finding for the relationship between retail service and satisfaction. They test a trend in terms of an increase or decrease in satisfaction according to retail service dimensions using a longitudinal survey of grocery retailers. The research shows that most of the attributes considered influence whether or not customers are satisfied. Thus, based on the prior research, the author expects that retail service quality will be positively related to satisfaction.
H3: Satisfaction is positively related to a) processing service, b) transaction service, and c) access service.
Researchers assert that an individual's overall attachment to an organization is important for better understanding of post-purchase behavior or intentions. Van Birgelen, Jong, and Ruyter (2006) suggest the likelihood of reuse of the retailer for the further purchase as a consequence of retail services. Repurchase intentions using the same retailer have been the most frequently used variable in the literature to identify an individual's overall attachment (e.g. Aagja, Mammen, and Saraswat, 2011; Hoffman and Bateson, 2001; Seiders, Voss, and Godfrey, 2007) although the terms employed are dependent on the research context. These references serve to provide a definition to measure the likelihood of repurchase using the same retailer to fit the context of this research.
Positive WOM behavior or intention is suggested as one of consequences of a favorable perception of the purchase experience in the previous literature (e.g. Folks, 1984; Hong and Yang, 2009; Szymanski and Henard, 2001) . Seiders, Voss, and Godfrey (2007) suggest that service convenience predicts satisfaction which influences behavioral intentions such as willingness to recommend the retailer to others. This result is associated with the study of Bitner (1990) indicating that a positive experience of retail services leads to positive WOM behavior. Accordingly, previous findings reveal that it is possible to expect that behavioral intentions such as repurchase intentions of the same retailer and willingness to say positive comments about the retailer are influenced by perceived retail service quality and satisfaction.
H4: Behavioral intentions are positively related to a) processing service, b) transaction service, and c) access service.
H5: Behavioral intentions are positively related to satisfaction.
On the basis of the hypothesized dimensions, antecedents, and consequences, a research model is proposed as shown in Figure 1 which will be tested in this research.
Method
This research selects an online field survey with a structured-undisguised questionnaire using e-mail and web as the data collection and administration method. Target respondents were determined as customers who have purchased goods or services at a retailer within the last three months. The pilot study revealed no major problems with the questionnaire and with the administration of the online survey using e-mail and web and then the survey was conducted.
A series of item scales applicable to the retail purchase environments was developed via a detailed comprehensive review of the literature as a typically productive technique and based on the specified domain (Churchill, 1999; Tull and Hawkins, 1993) . According to Churchill (1979) , to provide a better foundation for the final measure, statements with slightly different nuances of meaning can be incorporated in the item pool and seemingly identical statements should be reconsidered because they may produce widely different answers.
The previously tested instruments were reviewed in more detail to develop the possible variables which each dimension might consist of. 67 variables relevant to the current research purpose were identified and compared the meanings of the variables with the definitions of processing service (e.g. Emerson and Grimm, 1996; Ferguson, Paulin, and Bergeron, 2010; Figueiredo et al., 2003; Hong and Yang, 2009; Mentzer, Gomes, and Krapfel, 1989; Sureshchandar, Rajendran, and Anantharaman, 2002) , transaction service (e.g. Aagja, Mammen, and Saraswat, 2011; Jamal and Naser, 2002; Johnston, 1995, Seiders, Voss, and Godfrey, 2007; Winsted, 1999) , and access service (e.g. Birgelen, Jong, and Ruyter, 2006; Khare, 2013; Levesque and McDougall, 1996; Parasuraman, Zeithaml, and Berry, 1988; Sureshchandar, Rajendran, and Anantharaman, 2002) .
Finally, 8 variables were developed for processing service, 5 variables were created for transaction service, and 5 variables were assigned for access service. Given the absence of systematically developed measures for shopping enjoyment, two variables adapted from the previous research (Arnold and Reynolds, 2003; Jones, Reynolds, and Arnold, 2006; Seiders, Voss, and Godfrey, 2007) were included. Service recovery management was examined with three variables adapted from the prior research (Maxham and Netemeyer, 2002 ; McCoullough, Berry, and Yadav, Levesque, 2000) and the current research modified one single variable of the literature to fit a retail context. Behavioral intentions were measured by asking a respondent his or her likelihood of repurchase using the same retailer and willingness of positive comments about the retailer (Aagja, Mammen, and Saraswat, 2011; Cheema and Kaikati, 2010; Hong and Yang, 2009 ).
The selected questionnaire from a series of evaluations involving three previous versions and the one pilot test was used for this research. For the design of the questionnaire, a 5-point Likert scale was selected and used labels ranging from 1 ("strongly disagree") to 5 ("strongly agree) to measure the degree of a respondent's experience of each variable of the three retail service quality dimensions, antecedents and consequences. Questions about demographics and product purchase were included.
Results
Measurement Analysis
A total of 504 usable responses were collected. The sample consisted of 79.0% male and 21.0% female respondents (table 1). 36.1% were 25~34 years and 32.3% were 35~44 years. Most of respondents have their own income per year, $25000 to $75000 (26.0% and 30.4%). In order to assess whether there was a non-response bias, t-test for early responses and late responses of variables was then performed. The result showed that there were no significant differences between early responses and late responses at the 95% confidence interval. With these responses, several statistical analyses using SPSS were performed to test the hypotheses.
Factor analysis was used to summarize the large number of variables of retail service quality in a smaller set of variables. The 18 variables revealed a correlation with at least one or more other variables (0.23 to 0.70) which were appropriate for the factor model. The KMO sampling adequacy test revealed 0.92 and Bartlett test of sphericity showed significance level of 0.00 affirming statistical fea- (table 2) . Three factors with eigenvalues greater than one were extracted and explained 58.8% of variance, which social science studies have generally accepted as adequate (Hair, Anderson, Tatham, and Black, 1995) . High Cronbach alpha values for the factors (0.78~0.88) were presented and no variable was removed for signifi-cant improvement.
As for retail service quality, the three factors were labeled as follows: processing service, transaction service, access service. A separate reliability test was conducted on the variables of antecedents and consequences, respectively, and produced high alpha values of 0.78~0.88 with no variable requiring deletion. The results support the conceptualization of three dimensions, as well as each scale's reliability and internal consistency. Therefore, we refer to the subscales for the three dimensions, a 18-item scale designed to serve as comprehensive measure of the multidimensional retail service quality construct.
Hypothesized Model Analysis
The data were used to test the relationships between the three dimensions of retail service quality and antecedents and consequences, following measure development and refinement. To identify whether shopping enjoyment and complaint management quality predict the three dimensions and whether the three dimensions affect satisfaction and behavioural intentions, this research used the regression approach. The possible multicollinearity between their components is therefore an important concern. To mitigate the problems of multicollinearity, the scales were mean centered. The largest correlation with each other was 0.70 (transaction service and service recovery management), showing that multicollinearity is not a major issue (table 3) .
Shopping enjoyment and service recovery management were investigated by the regression analysis to test the hypotheses concerning their impacts on the retail service quality dimensions (table 4) . The independent variables (shopping enjoyment and service recovery management) were entered into the regression equation. The result indicates full support for H1: Shopping enjoyment is positively related to a) processing service, b) transaction service, and c) access service, and H2: Service recovery management is positively related to a) processing service, b) transaction service, and c) access service. Noticeably, the beta coefficient and significance level of transaction service (0.51) (p<0.05) suggest that service recovery management explains much more of the variation in transaction service than shopping enjoyment. Next, the linkages between the three dimensions and outcomes-satisfaction and behavioral intentions-were examined using regression approach (table 5) . The results offer support for H3: Satisfaction is positively related to a) processing service, b) transaction service, and c) access service. This means direct effects of the retail service quality dimensions on satisfaction. Specifically, the three dimensions as independent variables explain 34% of the variation in satisfaction (p<0.05) and processing service predicts much more satisfaction (0.40, p<0.05) than transaction service and access service. This is consistent with the regression analysis to test H4 concerning the effects of the three dimensions on behavioral intentions. The three dimensions explain 36 % of the variance of behavioral intentions (p<0.05) and processing service (0.39) was the highest and strongest predictor relative to the other dimensions. These findings compel us to accept H4.
In the final stage of analysis, table 6 shows that behavioral intentions were affected by satisfaction, which leads us to accept H5. Satisfaction as an independent variable explains 43% of the variation in behavioral intentions. These results suggest that customers who are satisfied with retail services intend to more repurchase the same retailer and to say positive comments to others than customers who are not satisfied.
Discussion
The current research is to develop a retail service quality model and to specify antecedent and consequent effects for each dimension which is applicable to the retail industry. Processing service, transaction service, and access service were suggested as retail service quality dimensions from extant marketing literature. An online field survey was selected due to its several advantages. The survey collected 504 usable responses. The results suggest an acceptable level of validity for the instrument and strong support for the hypothesized relationships among antecedents and the three dimensions.
Specifically, the current research determines antecedent effects of shopping enjoyment and service recovery management on the retail service quality dimensions. The collected data also provide evidence that the consequent effects are predictable. That is, the three dimensions led to satisfaction and behavioral intentions and, noticeably, processing service is the strongest predictor relative to the other dimensions. Overall, the support for the hypothesized antecedent and consequent effects validates the conceptualization of retail service quality with the three dimensions.
Theoretical Contributions
These findings provides with theoretical contributions. First, this research offers the first step towards integrating retail service related literature including service quality, towards the production of a retail service quality measurement instrument for all retail contexts. Specifically, it could better explain and understand retail service quality by three dimensions (processing service, transaction service, access service) as opposed to existing service quality measurement tools.
Specifically, processing service, transaction service and access service play key roles in driving customers to repurchase at the same retailer and recommend the retailer. Among them, the role of processing service is the most critical in increasing satisfaction to lead to behavioral inten- tions. This means that satisfied customers make more repurchase visits when they positively evaluate retail processing services. Thus, the current research implies that most importantly processing service needs to be reviewed as regards their marketing strategies. Overall, the analyses appear to present useful and adequately discriminatory information to help practitioners with strategic decisions.
Secondly, the current research has provided empirical evidence that retail service quality was influenced by shopping enjoyment and service recovery management. The literature suggests that shopping enjoyment as an antecedent has an impact on perceptions of the retail service quality dimensions but few studies provide empirical evidence of the influence of shopping enjoyment. Findings of this study are anticipated to enhance understanding of retail service quality in an academic area where there is little publishedthe relationship of shopping enjoyment and retail service quality.
In particular, the associations between service recovery and the three dimensions were positive but somewhat more pronounced for transaction service than the other dimensions. These findings mean that complaining customers are very positive in communicating with the service provider if they are satisfied with complaint management.
Managerial Implications
Practitioners who endeavor to understand retail service satisfaction in a more predictive and comprehensive manner may find it useful to view perceptions of the three dimensions. Enhanced knowledge of the three dimensions should have a significant impact on the effectiveness of marketing strategies. Since this research provides a measure of the effectiveness with which a retailer is defending current customers, firms with low satisfaction with retail services are particularly vulnerable and, on the other hand, firms with more competent retailers may consider expansion opportunities. In other words, it provides an indicator to help analyze reasons for negative experiences and thus improve customer experience.
Customers who highly enjoy shopping may be loyal when service providers make ease access, convenient processing services, and transaction service improvements to enhance retail service quality. In addition, the linkage of service recovery management and retail service quality suggests an opportunity for firms to emphasize initiatives that foster the retail service quality dimensions for existing customers.
If retailers reduce time and effort costs and high level of interactions with customers during post-purchase experience, customers will reward them with more repurchase and positive WOM behavior. These results will be clearly significant for retailers offering goods or services and seeking a competitive strategy which need to understand differences in service recovery satisfaction and behavioral intentions.
Limitations
The current research holds considerable promise for further work and indicates directions for future research in areas of retail service and satisfaction. This may be the primary contribution of this research to the discipline of retail service quality. Stronger research linking retail service quality with actual purchase or switching behavior needs to be investigated. If this is proved, the proposed measure may help instill a more competitive perspective in channel management and service marketing by providing insight into the effects of retail services.
Additional data collection using both traditional mail and online survey also can provide deeper insight into the moderating effect of individual characteristics. Of particular interest is the influence of individual characteristics on retail service quality and the resulting differences with regard to the three dimensions. An in-depth understanding of these differences will help retailers to practice retail servicing effectively and to capture their competitive advantage.
